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An AICPA publication for the local firm

PLANNING FOR CLIENT DEVELOPMENT
If all the barriers we faced were natural, our abil
ities alone would determine the success or failure of
our firms. As it is, we run into artificial barriers such
as the bigness syndrome in which big is equated
with better. This makes it more difficult to attract
clients and to hire and retain the staff we want. To
overcome these obstacles, we must analyze our
firms from their founding to the present and de
velop a comprehensive business plan.
A major reason for the failure of any business plan
is lack of commitment. Your strategic options are
proportionate to the amount of effort you and your
partners are willing to devote to the planning pro
cess. So, make sure your vision of the firms future
coincides with that of your partners and staff, and
that everyone is fully committed to making the plan
work.
To begin with, you should analyze the market for
small CPA firm services in your area, keeping in
mind that your practice is determined by your cli
ents, not by your resources. Take a good look at your
current and potential clients, find out why they
want your services and what changes are likely in
your client base. For example, are your present cli
ents enthusiastic about your services and likely to
refer other clients to you?
Find out who your competitors are and identify
them by name. What is their competitive strategy?
Do they have a functional or an industry specializa
tion? What are their pricing strategies and what
changes do you anticipate? Find out who the local
trend setters are and think of ways to differentiate
your firm from the others. Remember, you can’t be
all things to all people.
The next step is to analyze your firm’s resources to
determine your ability to conceive new services.
This involves not only having the financial resources
to maintain working capital and finance growth,
but also having the ability to deliver what you prom
ise. You need the capacity to be able to respond to

client service requests and initiate additional ser
vice suggestions, and to complete engagements on
time and within the agreed upon budgets.
Marketing skill is a firm resource too. You must
understand the market and know why people hire
CPA firms before you can market your firm. It is
important to identify those factors that are critical
to the success you have had so far and to realize that
there are limitations to what a small CPA firm can
do alone. Nevertheless, there are ways of overcom
ing these limitations, such as acquiring another
firm, subcontracting work, forming joint ventures,
joining an association with other firms or by de
veloping internally.
General objectives and philosophical statements
don’t get results. Don’t make the mistake of having
too many objectives. Decide between those that are
critical and those that are merely desirable and
make the few critical ones specific, attainable and
measurable—e.g., what will be achieved, to what
extent, when and where. Then use these critical
objectives to select your strategy, put your plan in
writing and have all partners sign it.
It is possible that you may make incorrect as
sumptions, fail to anticipate competition, or the
partners may fail to agree on and support the plan.
Their absolute commitment is essential to its suc(continued on page 5)
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Plugging Profit Leaks

Telephone expense represents an important over
head item for most businesses today and is some
times a larger drain on profits than clients realize.
There are two main areas where profit leaks can
occur and where you may be able to help business
clients make improvements.
The first area to investigate is the actual cash
expenditure for telephone equipment and line
usage. Assuming your client is renting the equip
ment, your analysis may show that it is advan
tageous to buy a private phone system. Purchase
may especially be warranted if the client is planning
to expand the telephone system.
There are many reputable private telephone sys
tems available today. You should obtain at least
three proposals from different companies when
considering the purchase of such a system. And in
addition to making capital outlay comparisons, you
should check that each company can provide the
features needed for that particular business.
Generally, we find that the payback period for a
system ranges from three to five years. This takes
into consideration interest and maintenance costs
and the aftertax benefits of investment tax credits
and depreciation. And keep in mind that monthly
phone costs can be further reduced by utilizing
WATS lines and other services.
Inefficient handling of telephone calls is the other
area that should be looked into. Although it is diffi
cult to measure actual dollar costs, customer dis
content in trying to transact business with your
client over the phone may result in lost sales and
diminished profits. The problems may result from
the customers inability to get through the lines,
operator curtness or the transfer of calls to the
wrong department, etc. Assuming a significant por
tion of the clients business results from telephone
orders, here are some suggestions you might make
to the client for improving the procedures. Make
sure that
□ There are sufficient phone lines to handle in
coming calls. Switchboard personnel can
monitor this if need be, but a more scientific
and unbiased survey can usually be obtained
from the phone company. Call-waiting equip

ment can be valuable in handling peak loads.
□ Switchboard operators receive adequate train
ing in dealing with people over the phone. They
should have knowledge of the telephone equip
ment and its capacities and of your clients
business, products and services. Training and
experience are essential because telephone op
erators are often a customer's first contact with
a business.
□ Your clients policy manual or internal tele
phone directory contains instructions for an
swering the phone. All employees should know
that good telephone manners are important.
It is the rare business that has never experienced
problems with customers because of some defi
ciency in its telephone operations. Taking a few min
utes to determine what is causing the trouble and
finding the best solution to the problem might en
able your client to significantly reduce telephone
costs. It might have a pleasing effect on the bottom
line too.
-by Dan M. Warren, CPA
West Des Moines, Iowa

Small Firms—Big Response

A short item in the February 14 issue of the CPA
Letter noted that an AICPA tax subcommittee had
developed preparation and review checklists for in
dividual, partnership and corporate tax returns and
that these could be obtained free from the Institute's
Washington office. Since then, more than 9,000 re
quests for the checklists have been received and the
current supply has been exhausted. About 90 per
cent of these requests are from small CPA firms and
sole practitioners.
The checklists, which are designed to help in the
preparation of tax returns and in the avoidance of
preparer penalties, are part of a larger project. The
Institutes federal tax divisions scope and manage
ment of a tax practice subcommittee plans to send
out a mailing to elicit feedback about the checklists.
The idea is to keep improving them over the next
two or three years before reaching decisions about
the project.
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Highlights of Recent Pronouncements

FASB Statements of Financial
Accounting Standards (SFASs)
No. 72 (February 1983), Accounting for Certain Ac
quisitions of Banking or Thrift Institutions
□ Amends APB Opinion no. 17, Intangible Assets,
regarding the amortization of the unidentifi
able intangible asset recognized in certain
business combinations accounted for by the
purchase method. If, and to the extent that, the
fair value of liabilities assumed exceeds the
fair value of identifiable assets acquired in the
acquisition of a banking or thrift institution,
the unidentifiable intangible asset recognized
generally shall be amortized to expense by the
interest method over a period no longer than
the discount on the long-term interest-bearing
assets acquired is to be recognized as interest
income.
□ Specifies that financial assistance granted to
an enterprise by a regulatory authority in con
nection with a business combination shall be
accounted for as part of the combination if
receipt of the assistance is probable and the
amount is reasonably estimable.
□ This Statement applies prospectively to busi
ness combinations initiated after September
30, 1982.
No. 71 (December 1982), Accounting for the Effects of
Certain Types of Regulation
□ Supersedes the Addendum to APB Opinion no.
2, Accounting Principles for Regulated Indus
tries, and amends certain APB Opinions, FASB
Statements and Interpretations.
□ Provides guidance in preparing general pur
pose financial statements for most public util
ities. Certain other companies with regulated
operations that meet specified criteria are also
covered.
□ Applies to fiscal years beginning after Decem
ber 15, 1983. Accounting changes shall be ap
plied retroactively with certain exceptions.
No. 70 (December 1982), Financial Reporting and
Changing Prices: Foreign Currency Translation
□ Amends FASB Statement no. 33, Financial Re
porting and Changing Prices, because of
changes in the method of translating foreign
currency financial statements set out in FASB
Statement no. 52, Foreign Currency Translation.
□ Exempted from FASB Statement no. 33s re
quirements to present historical cost informa
tion measured in units of constant purchasing
power an enterprise that measures a signifi
cant part of its operations in functional curren
cies other than the U.S. dollar.

□ States that operations that use functional cur
rencies other than the U.S. dollar should mea
sure current cost amounts and increases or
decreases therein in the functional currency.
Allows use of either U.S. CPI (U) or functional
currency general price level indexes.
□ Applies to fiscal years ending after December
15, 1982 for which an enterprise has applied
FASB Statement no. 52.

No. 69 (November 1982), Disclosures about Oil and
Gas Producing Activities
□ Amends FASB Statements nos. 19, 25, 33 and
39.
□ Requires publicly traded enterprises to dis
close supplementary information about re
serve quantities, certain capitalized costs,
certain costs incurred, certain results of opera
tions, and a standardized measure of dis
counted future net cash flows related to proved
reserves.
□ Permits historical cost/constant dollar mea
sures to be used for changing prices informa
tion when presenting current cost information
about oil and gas mineral interests.
□ Applies to fiscal years beginning on or after
December 15, 1982.
No. 68 (October 1982), Research and Development
Arrangements
□ Requires that a company determine whether it
is obligated only to perform contractual re
search and development for others, or whether
it is obligated to repay any of the funds
provided. If the company is obligated to repay
the funds, it must record a liability and charge
research and development costs to expense as
incurred.
□ Requires that a company whose obligation is
limited to performing research and develop
ment services for others shall disclose the
terms of significant agreements under the ar
rangement as of the date of each balance sheet
presented, as well as the compensation earned
and contract costs incurred for each period for
which an income statement is presented.
□ Applies to research and development arrange
ments entered into after December 31,1982.

No. 67 (October 1982), Accounting for Costs and Ini
tial Rental Operations of Real Estate Projects
□ Extracts the specialized accounting principles
and practices from certain AICPA Statements
of Position and an Industry Accounting Guide.
Establishes whether cost associated with ac
quiring, developing, constructing, selling and
renting real estate projects should be
capitalized.
Practicing CPA, May 1983
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□ Provides guidance on the appropriate methods
of allocating capitalized costs to individual
components of the projects; and establishes
that a rental project changes from nonoperat
ing to operating when it is substantially com
pleted and held available for occupancy.
□ Applies to costs of real estate projects incurred
in fiscal years beginning after December 31,
1982.

No. 66 (October 1982), Accounting for Sales of Real
Estate
□ Adopts the specialized profit recognition prin
ciples in certain AICPA Industry Accounting
Guides and Statements of Position; and estab
lishes accounting standards for recognizing
profit or loss on sales of real estate.
□ Specifies criteria for sales of real estate to be
met for full accrual accounting and when other
methods should be followed.
□ Applies to real estate sales transactions en
tered into after December 31, 1982; the re
quired disclosures should be provided in
financial statements for periods ending after
December 15, 1982.
Statements on Auditing Standards
No. 44 (December 1982), Special-Purpose Reports on
Internal Accounting Control at Service Organizations
□ Provides guidance on the independent audi
tor’s use of a special-purpose report on certain
aspects of internal accounting control of an
organization that provides certain services to a
client whose financial statements he has been
engaged to examine.
□ Applies to examinations of financial state
ments for periods beginning after December
31,1982, and for independent accountants spe
cial-purpose reports on internal accounting
control as of a date after December 31,1982, or
for a period ending after that date.
No. 43 (August 1982), Omnibus Statement on Audit
ing Standards
□ Amends certain paragraphs in SAS no. 1, Cod
ification of Auditing Standards and Procedures,
related to generally accepted auditing stan
dards; the auditors study and evaluation of
internal control; inventories held in public
warehouses; variations in presentation of the
statement of changes in financial position;
controls and auditing procedures for owners
goods stored in public warehouses.
□ Amends certain paragraphs in SAS no. 2, Re
ports on Audited Financial Statements; no. 5,
The Meaning of “Present Fairly in Conformity
with Generally Accepted Accounting Principles"
in the Independent Auditor’s Report; no. 38, Let

Practicing CPA, May 1983

ters for Underwriters and no. 39, Audit Sam
pling—delays effective date to June 25, 1983.
□ Applies to examinations of financial state
ments for periods ended after August 31, 1982,
except for the amendment to SAS no. 39, which
is effective retroactively to June 25, 1982.
No. 42 (August 1982), Reporting on Condensed Finan
cial Statements and Selected Financial Data
□ Provides guidance on reporting in a client-pre
pared document on (a) condensed financial
statements that are derived from audited fi
nancial statements of a public entity that is
required to file completed audited financial
statements with a regulatory agency; and (b)
selected financial data that are derived from
audited financial statements of either a public
or nonpublic entity and that are presented in a
document that includes audited financial
statements.
□ Applies to accountants’ reports dated on or
after September 30,1982, on condensed finan
cial statements or selected financial data.
Statement on Standards for
Accounting and Review Services
No. 5 (July 1982), Reporting on Compiled Financial
Statements
□ Amends the reporting standard and example
set forth in paragraphs 14(a) and 17 of State
ment on Standards for Accounting and Review
Services no. 1.
□ Applies to periods ending on or after December
31, 1982.
Statements on Standards for
Management Advisory Services
No. 3 (November 1982), MAS Consultations
□ Provides guidance on the application of cer
tain of the general standards set forth in
SSMAS no. 1, Definitions and Standards for
MAS Practice, to MAS consultations.
□ Establishes certain technical standards ap
plicable to MAS consultations.
□ Applies to MAS consultations occurring after
May 1, 1983.

No. 2 (November 1982), MAS Engagements
□ Provides guidance on the application of cer
tain of the standards set forth in SSMAS no. 1
to MAS engagements.
□ Discusses the nature of MAS engagements,
professional competence, planning and super
vision, sufficient relevant data, role of the prac
titioner, understanding with client, client
benefit and communication of results in MAS
engagements.
□ Applies to MAS engagements undertaken on or
after May 1, 1983.
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One Firm’s Professional Training Program

In relation to the size of our professional staff—six
partners and 25 staff members—we have what some
of our colleagues think is an unusually elaborate
professional training program. We have continually
added to this program and it is now comprised of
four distinct sections.
In the formal part of our training program, the
entire professional staff meets twice a month for
2½-hour sessions, each beginning at 8 a.m. We meet
as one group for the first 90 minutes of each session,
during which two subjects are usually covered. The
topics may deal with the technical aspects of ac
counting, general management matters, etc., and
once each month we have a 45-minute update on tax
developments.
During each session, at 9:30 a.m., the staff splits
into three groups according to individual experi
ence level—junior, semisenior and senior. In these
one-hour periods, which are conducted by one or
more partners, the discussions focus on the respon
sibilities of staff members, performance expecta
tions and the criteria for advancement to higher
levels.
Another segment of our training program is de
signed to orient new professionals to the world of
public accounting in general and to the policies and
procedures of our firm in particular.
We also believe in individualizing staff training as
much as possible, so the third component of our
training program utilizes mentors. This system re
quires each staff member to be assigned to a part
ner—the pairings are changed yearly—and that
they jointly establish personal and professional
goals for the staff member. Partner and staff mem
ber meet monthly to review progress. We find that
the individual coaching and counseling this method
provides are highly beneficial both to the staff mem
ber and to the firm as a whole.
The remaining segment of our training program
involves the regular services of an industrial psy
chologist. For the last three years, both partners and
staff have been assisted in a variety of ways by this
person to establish harmonious working relation
ships. Our industrial psychologist also has a signifi
cant role in the annual partners retreat.
Our rationale for spending the time and money on
this professional training program is, we think, sim
ple and obvious. The task of our firm is to provide
financial and accounting services to our clients, and
these services cannot be supplied solely by the six
partners. As with most professional firms above a
certain size, much of our service is furnished by the
professional staff. Good training goes a long way to
ensure that at every level in the firm we will provide

the quality service on which our reputation rests.
Training also relates to growth. To grow steadily,
smoothly and profitably, we must be able to pro
mote good people. And to keep good people in the
firm, we must offer them stimulating work and the
reasonable prospect of eventually becoming part
ners of the firm. The partners know this is not just
theory because for four of the six it is a matter of
personal experience. They were promoted from the
professional staff.
Our training program is a major factor in creating
an environment that nurtures the type of people we
want and need in our firm. As far as we're con
cerned, it is something we can’t afford not to do.
—by Leonard Zander, CPA
Century City, California

Planning for Client Development
(continued from page one)

cess. Other areas where plans can go awry are in
underestimating future changes—governmental
regulations, technological advances, etc., or in mak
ing too many changes too quickly. And remember to
provide for disaster. If something can go wrong, it
probably will.
Implementing the plan
Develop a time schedule for implementing the plan
and assign responsibilities and priorities for the
following areas:
□
Management structure.
□
Marketing and practice development.
□
Technical competence.
□
Personnel.
□
Facilities.
□
Financial resources.
Keep referral sources informed of what you are
doing. They comprise your new business intel
ligence gathering system. An attractive brochure
should be utilized to describe the firm’s capabilities
in terms of the types of services it performs and the
training, experience and specialties of its principal
members. A small firm’s brochure does not have to
be elaborate, but it can still be attractive and en
hance the firm’s image. And just the exercise of
developing a brochure can help you solidify your
thoughts and philosophy. Report covers, stationery,
etc., should be standardized and the firm’s logo
should appear on all printed materials. A client
newsletter is a dynamic and very popular way to
keep clients and prospective clients current with the
latest developments in the firm. For this reason, I
believe a newsletter should be very personal be
cause this can be superior to the canned variety.

Practicing CPA, May 1983
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Other tools to use in marketing your firm's ser
vices include making an inventory of client services,
maintaining and following up on a client-contact
file and providing incentives for practice develop
ment. Analyze why clients leave the firm and de
velop client profiles to determine what makes a
good client. Again, partner commitment is essential
in marketing. Partners must be willing to take on
speaking engagements and writing assignments
and to foster an "I care" attitude. Clients notice this.
Have good rapport with your staff and permit
considerable client contact. Provide noncritical,
nonevaluative counseling in the realm of personal
goals and objectives. Make sure the staff is tech
nically competent and get everyone’s commitment
to mutually agreed upon goals in critical perfor
mance areas.

You must monitor your plan
Integrate your business plan into your accounting
system. Revenues should be budgeted using your
current client workload as a base. Project gains and
losses at a composite billing rate based upon the
skill levels required for for each assignment.
Match available staff hours to your current
client work schedule. Plan to use unassigned time
as "inventory" to be used for in-house projects.
All time should be budgeted and accounted for.
This includes all internal firm activities—essential
nonbillable activities should be treated as if they are
clients and a flexible budget used for other costs.
Keep a separate billing file on each client and
make billing a priority activity. The value of your
services decreases the longer it takes to get paid for
them. You need full accountability for all time—
chargeable and nonchargeable, and you can moni
tor individual productivity by service code includ
ing firm business and administration.
A good client accounting system should include
the following features:
□ Client work-in-process ledger.
□ Aged work-in-progress analysis.
□ Billing realization.
□ Revenue analysis by work code.

Treat your firm as your most important client.
Prepare financial statements on a monthly basis,
measure them against the budget, analyze the vari
ances and generate a long-term report. You must
learn from the variances and revise your plan at
least annually to make sure you keep on track. The
economic vitality of small CPA firms will in
creasingly depend on client responsiveness. There is
a bright future for the client responsive firm.
-by Alan R. Morris, CPA
San Francisco, California
Practicing CPA, May 1983

Strategic Planning

In an article that appeared in the April 1983
issue of Robert Morris Associates’ Commercial
Lending Newsletter, A.D. Frazier, senior vicepresident, First National Bank of Chicago,
states that planning is a dynamic process, and
that with markets constantly changing, it is
necessary to continually examine the environ
ment and competition, and to reevaluate the
appropriateness of current strategies.
According to Mr. Frazier, strategic planning
refers to the systematic approach to develop
ing strategies. It is the process which deter
mines how the crucial decisions which
determine a company’s future are made. Profit
planning, on the other hand, is the process for
developing the annual budget.
Mr. Frazier suggests that one way to develop
strategy is to answer these questions:
□ What do we want to achieve?
□ Where do we want to compete?
□ How do we want to compete?
According to the article, three strategies
have been defined that are based on two key
variables: (1) the competitive advantage at
tained and (2) the target market served.
For example, a firm can compete through
□ Differentiation—creating a product or ser
vice that is perceived as unique.
□ Overall cost leadership—standardizing
products to lower cost and underprice
competitors.
□ Focusing strategy—concentrating on par
ticular customer/client groups, products
or segments of products.
When choosing a planning approach, Mr.
Frazier says that it is important to keep in
mind that it should, among other things, aid in
formulating goals and objectives, and in iden
tifying and resolving major strategic issues,
assist in allocating resources and support the
integration of staff areas in the firm.
Among the types of characteristics that Mr.
Frazier considers essential to the success of the
planning process are top management com
mitment and involvement, adequate consid
eration of firm philosophy and structure,
adequate monitoring of implementation, sig
nificant emphasis on people and flexibility.
While change may be unsettling at times, Mr.
Frazier states that it is important to recognize
that the new environment will offer significant
opportunities to those who can effectively
manage change.
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Speeches—Speeches

IRAs: Another Viewpoint

If you plan to hit the speakers’ circuit once things
quiet down a little, you may be interested in the
speeches that the AICPA public relations division
develops for members to give before outside groups.
The speeches are updated when necessary and most
are 15 to 20 minutes long. They are generally made
available through state society offices. The current
list of topics follows.
For general audiences
□
How to build a family capital base.
□
Year-end tax planning.
□
Your 198x federal income tax return.
□ What are you worth today? How to prepare
your personal financial statement.
For business audiences
□
How to get a bank loan.
□
Where to locate your business.
□
To sell or not to sell your business.
□
Going concerns.
□
Estate planning for business owners.
□
How CPAs solve business owners problems.
□ Microcomputer applications for small busi
nesses.

As a pension consultant to CPA firms, I am con
cerned that unless CPAs have some actuarial knowl
edge or experience with maturing IRAs, some of the
more negative aspects of these devices might not
receive enough attention.
Part of the attraction of IRAs is that they permit
an individual or couple making the maximum con
tributions over 25 or 30 years to accumulate a fund
of several hundred thousand dollars, assuming, say,
a 12 percent compound interest rate. While it is well
known that distributions under IRAs do not qualify
for any special tax treatment, the impact in some
situations of their being taxed as ordinary income is
not always understood. If you add to the minimum
annual distribution (which could amount to
$25,000 to $50,000) social security payments, other
qualified plan benefits, any wages or fees earned
and recognize that many of the client’s deductions
are gone, it becomes apparent that the distribution
is likely to be taxed at a higher rate than would have
applied to the contributions when made. Because of
this, I would advise caution in recommending IRAs
to individuals who have
□ High earnings and a prospect of even higher
future earnings.
□ Plans to continue working beyond the usual
retirement age.
□ Investments in growth stocks or other assets
likely to produce capital gains.
□ A good chance of having substantial passive
income after retirement.
I have heard it said that IRAs are better than
nothing. They are if they don’t convert a 20 percent
capital gains tax now to a 50 percent ordinary in
come tax later. In many cases that is exactly what
will happen, and the earlier clients start contribut
ing and the later they retire, the greater the ordinary
income tax they will pay.
My point is that IRAs are not likely to be much of a
tax shelter at all. They are simply a tax deferral into
a situation where even higher taxes may be due.
IRAs can work well for older employees who will
not have a long accumulation period on their invest
ments and who will not work or have substantial
supplemental passive income after retirement.
They can also be an excellent holding position be
tween one qualified plan and the next. So, I don't
suggest that individuals never invest in IRAs, just
that CPAs weigh the current tax saving against the
probable ultimate tax that will have to be paid be
fore recommending these devices to clients.
by Henry T. Cooper—Cooper-Cohen
180 E. Main Street—Suite 220
Tustin, California 92680

For further information contact Timothy Arena
(212) 575-6649.

National MAS Training Program
There are two five-day courses in this year’s National
MAS Training Program. Both are designed for prac
titioners in firms of all sizes who wish to expand and
refine their MAS consulting skills. Sponsored
jointly by the Graduate School of Business Admin
istration of the University of Texas at Austin and the
AICPA, the program will be held on the university’s
campus. The courses will focus on the following
topics:
□ Development of Consulting Skills on June 13-17
is an introductory program for practitioners
with less than two years’ experience in MAS. It
covers all consulting skills from preliminary
survey to final report presentation.
□ Using Micros in Business Planning and Control
on June 20-24 is for practitioners who are cur
rently engaged in performing management ad
visory services and who have the basic EDP
knowledge to select the right micro (hardware
and software) for their clients’ basic financial
and planning needs.

Tuition fee, including all instruction and program
materials, is $800 per week. For further information,
contact the CPE marketing department (212)
575-6643.

Practicing CPA, May 1983
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New CPA Video Journal Program Available

The SBA's PASS System

What does Statement on Auditing Standards no. 43,
Omnibus Statement on Auditing Standards require of
the auditor performing a minimum study and eval
uation of internal accounting control in a small
business engagement? Must the auditor document
understanding of the control environment? These
questions are just two of several answered in CPA
Video Journal Program no. 26, Internal Accounting
Control and Small Business Auditing Engagements.

In order to help smaller companies obtain govern
ment work, Congress has passed several laws requir
ing that a percentage of the contractors and
subcontractors on these jobs be in the small-busi
ness category.
In carrying out this mandate, the Small Business
Administration has set up a Procurement Auto
mated Source System (PASS) to permit speedy ac
cess to information on vendors seeking government
contracts or subcontracts. Under this system, the
qualifications, capabilities and resources, etc., of
potential bidders for government work are entered
into a computer data bank where the information
can be consulted by governmental agencies, etc.
At its meeting in February, members of the AICPA
small-business committee expressed concern that
many small businesses that might benefit from par
ticipation in PASS were completely unaware of the
program. Practitioners are urged to tell clients that
companies wishing to be described in PASS should
contact the nearest SBA office and request SBA
Form 1167-Revised 10/80. The SBA will notify a
company when it has been listed in the data bank.

The 18-minute video program explains the steps
necessary for conducting a minimum study and
evaluation of internal accounting control in a small
business engagement and, when followed with a 30minute discussion period, qualifies for one hour of
CPE credit. The program concentrates on one of
nine amendments to the existing authoritative liter
ature included in SAS no. 43.
The videotape, which is available in all formats, is
priced at $50 for firms, sole practitioners and busi
nesses and $40 for educational institutions. For fur
ther information, contact Teresa Zimmerer at the
AICPA (212) 575-5573.
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